for service performance of online shopping web. The Kano model is used to better understand the relationship between performance criteria and customer satisfaction, and to resolve trade-off dilemma in multiple-criteria optimization by identifying the key criteria in customer satisfaction. This study presents an approach incorporating the Kano model to obtain the optimal combination of service quality elements for online shopping webs. On the basis of the study of the service quality of e-commerce, this study identifies 23 factors of service quality which impact of customer satisfaction of online shopping, then Carries out a customer satisfaction survey on online shopping, 173 valid questionnaires recovered. Based on Kano model analysis, the service quality elements can be divided into three categories that are the basic factor quality, performance quality, and attractive quality.
INTRODUCTION
With the increasing development of the Internet, retail business of online network has become an indispensable part of modern life. Such a business model provides consumers with more choices of products and more convenient to compare the price at home. Because of its inherent advantages, so we will be able to see the network in the retail business to flourish and optimistic about the future and the resulting constraints and problems brought about by the development of a large number of issues, such as Internet fraud, product quality problems, long delivery, credit card numbers theft, violation of consumer privacy, and so on, this series of problems led to consumer acceptance of online shopping is one of the greatest of the key issues: how to establish an effective quality assurance system to avoid these problems. In view of this, on the basis of analyzes service quality of Web site and its impact elements, this article research and analysis these elements of service quality by the Kano's model with a view to providing the decision-making basis to improving the service quality and customer satisfaction of online shopping. Zeithaml et al. (1990) investigated service quality originally then present five dimensions such as Reliability, responsiveness, and assurance. Zeithaml, Parasuraman, and Malhotra (2000) examined 11 dimensions of e-Service Quality: access, ease of navigation, efficiency, flexibility, reliability, personalization, security/privacy, responsiveness, assurance/trust, site aesthetics, and price knowledge. Shohreh(2000) is also based on E-QUAL scale, quality of service network will also be divided into seven attributes: (1) the purpose and content; (2) Accessibility; (3) navigation; (4) and a design; (5) responsiveness; (6) background; (7) and personalized custom. Parasuraman, Zeithaml, and Malhotra (2004) developed a preliminary set of 121 statements representing all facets of e-service quality, which they later reduced to 113 items used in a questionnaire given to a random sample of Web users through an online survey. Factor analysis on the resulting data allowed them to reduce the list to 22 items on a four-dimensional E-S-QUAL scale: efficiency, fulfillment, system availability, and privacy. Peter Hernon & Philip Calvert used E-SERVIQUAL to survey instrument focuses exclusively on examining library e-service quality. Gregory R. Heim, Joy M. Field(2007) identify operational drivers associated with customer ratings of e-service quality, and provide guidance for future research on drivers of e-service quality. Hans H. Bauer, Tomas Falk, Maik Hammerschmidt (2007) develop a transaction process-based scale for measuring service quality (eTransQual), and identify five discriminant quality dimensions: functionality/design, enjoyment, process, reliability and responsiveness.
II. LITERATURE REVIEW

A. Progress in service quality
B. Kano's Model of customer satisfaction
Kano et al (1984) developed a two-dimensional model to explain the different relationship between customer satisfaction and product criterion performance such as service quality. The Kano model classifies service quality criteria into three distinct categories, as shown in Fig.1 . Each quality category affects customers in a different way. The three different types of qualities are explained as follows: The must-be or basic quality: Here, customers become dissatisfied when the performance of this product criterion is low or the product attribute is absent. However, customer satisfaction does not rise above neutral with a high-performance product criterion.
One-dimensional or performance quality: Here, customer satisfaction is a linear function of a product criterion performance. High attribute performance leads to high customer satisfaction and vice versa.
The attractive or excitement quality: Here, customer satisfaction increases superlinearly with increasing attribute performance. There is not, however, a corresponding decrease in customer satisfaction with a decrease in criterion performance. 
III. STUDY PROCEDURES
A. Study Object
Taking into account the type and size of the online shopping web is different, in order to avoid empty on the study, the author choose to be a class of B2C shopping site as a major study object. In view of the audio book category shopping site has a representative in B2C e-commerce site, and the consumer is generally known for this type of Web site in China, such as www.dangdang.com, www.amazon.cn. So this study chooses the type of audio &book Web site as a focus of the study.
B. Questionnaire Design
Overall service quality of E-commerce and customer satisfaction issues is more prominent in e-commerce in China. The study was carried out in order to focus on the state of service quality of e-commerce shopping network. Questionnaire design is divided into three major parts: the basic customer information, Customer satisfaction with the services quality of the network and the importance of these characteristics of characteristics.
In the service quality characteristics design, based on E-SERVIQUAL, combined with others research of assessing the service quality of online shopping. Characteristics of service quality include the quality of products / service business, logistics, the site provides services, such as: Web site security, commodity search functions, cost of goods, service, order processing, delivery speed and cost, and so on. Following this, the investigators picked a self-selected sample of web site customers and asked them to identify their expectations for web side e-services. Their comments then were compared to those on the instrument; then make some changes. This study proposed 23 characters of service quality of online shopping which impact on customer satisfaction. The final elements of service of website can be seen Table 1 . In use the Kano model to carry out customer satisfaction survey, it is necessary to calculate the importance of the service quality characteristics as well as satisfaction of these characteristics. This is the scope of the attitude survey, this study direct the major rating scale method, that is, each of satisfaction is divided into very satisfied, satisfied, in general, unsatisfied, very unsatisfied with the five grades; Then use the S 1 , S 2 to S 23 as a variable code of satisfaction for the follow-up data analysis. The importance are divided into very important, important, in general, unimportant, very unimportant, five grades. Accordingly, use I 1 , I 2 to the I 23 as the variable code of important degree.
C. Sample Collection
June 24, 2008, the China Internet Network Information Center (CNNIC) survey showed, 4 municipalities and 15 subprovincial cities, the shopping network in the first half of 2008 amounted to a 16.2 billion. The report shows that in 19 surveyed cities, shopping network in the first half of the amount reached 16.2 billion. From the gender ratio, male to purchase a total net amount of 8.4 billion, net purchase of women for men was slightly lower than the amount to 7.8 billion. Among them, the total net purchase amount of students has reached 3.1 billion, net non-student six months to buy a total value of nearly 1 / 4. As a result, the object of this study questionnaire issued to the Shanghai-based senior college students, a total of 250 questionnaires were issued, 216 were recovered, the questionnaire failed to remove 43, 173 valid questionnaires.
IV. FINDINGS
Respondents were mainly found in the age of 18-24 and 25-30 year-old two-year-old age group, which previously mentioned in the main on-line shopping happens to coincide with the consumer group, but also proved that young group of on-line shopping; In the survey, undergraduate and postsecondary education more than the total sample of respondents accounted for 97% of the on-line retailers, have a good grasp of this part of the young, highly educated groups is essential.
A. Reliability Coefficients
Reliability is mainly the result of measuring the performance of consistency, consistency, reproducibility and stability. Reliability analysis of the application of psychology in general more and the other students in the examination papers, social survey of the effectiveness of the analysis will be involved. General ability and achievement test the reliability coefficient of 0.90 or more often, personality, interests, attitudes, personality tests, such as the reliability coefficient usually between 0.80-0.85. By reliability analysis of 23 indicators of service quality of online shopping, Alpha is 0.9202, shown a high reliability factor.
B. Gap between Satisfaction and Importance
From Table 2 it is clear that overall customer satisfaction with their expectations there is a certain gap through means analyses, shown in table 2.
There are less satisfied and high important with F 23 , F 22 , F 8 , F 19 , F 12 , and F 11 , which are the Web site of the after-sale service, customers return the system, reliable product information, and distribution costs. There are less gap between satisfaction and importance with F 1 ,F 3 , F 10 ,F 16 F 9 ,and so on, which clear shown in figure 2. 
C. Linear and nonlinear regression
However, the above analysis is still not a quantitative analysis to gain three factors of the Kano model. By Inspiration by connotations of the Kano model, we can know that the variable of satisfaction and variable of importance of basic quality has feature of logarithm function relationship. Meanwhile the variable of satisfaction and variable of importance of second factor is a linear relationship. And the relationship of satisfaction and importance of excitement quality is exponential function.
Then through linear regression analysis can distinguish the second category. Through the linear regression equation analysis of SPSS we found that variables of satisfaction and corresponding variables with Importance of 9 characters of service quality have linear relationship, see Table 4 . This shows that 9 characters belong to the Kano model performance factors. That's consistent with qualitative analysis above. The other factor of service the quality can not be linear regression analysis; these factors do not have a linear relationship between these factors indicate that which are the basic factors or excitement factors. At present, a large number of studies on the Kano model have focused on the analysis methods. Yanlai Li, etc(2008) , Combining rough set theory, Kano's model, analytical hierarchy process (AHP), and scale method, proposed an integrated method to obtain the final importance of CRs in PPHOQ. Yu-Cheng Lee, et al(2007) , combining the Kano model and QFD, thought that not only provide a new way to optimize the product design but can also enhance customer satisfaction and loyalty, and minimize dissatisfaction. However, the results of the Kano model evaluation model is mainly based subjective judgments, for basically qualitative rather than quantitative. This study use linear and nonlinear regression to distinguish the three factors of Kano model, which is also a kind of method exploration and innovation. The main conclusions are as follows: The Kano model analysis of the impact of customer satisfaction in all of the factors that boil down to three major factors that is the type of fundamental factors, performance, incentive. The fundamentals must be assured that the performance factors must be constantly improved, the need for incentives for bold innovation. However, if it will be able to explore an kind of simple and accurate classification method to gain separation factors of the Kano model, which has farreaching significance in e-commerce service quality management.
